This Page Is Inserted by IFW Operations 
and is not a part of the Official Record 



BEST AVAILABLE IMAGES 

Defective images within this document are accurate representations of the 
original documents submitted by the applicant. 

Defects in the images may include (but are not limited to): 

• BLACK BORDERS 

• TEXT CUT OFF AT TOP, BOTTOM OR SIDES 

• FADED TEXT 

• ILLEGIBLE TEXT 

• SKEWED/SLANTED IMAGES 

• COLORED PHOTOS 

• BLACK OR VERY BLACK AND WHITE DARK PHOTOS 

• GRAY SCALE DOCUMENTS 



IMAGES ARE BEST AVAILABLE COPY. 



As rescanning documents will not correct images, 
please do not report the images to the 
Image Problems Mailbox. 




Atty. Docket No. 387953 
Express Mail Label No. EV 386825195 US 



EXHIBIT 1 



Invention Development Notes of William H. Barber 
June, 1997 



Submitted with the 37 CFR § 1.131 Declaration of William H. Barber, in the RCE filed in 

Application Serial No. 09/578,631 



New Business 
Feasibility Study 



CU Executive MBA 
Beaver Creak Retreat 

Class of 1998 



June, 1997 

Professor Steve Lawrence 

Executive Programs 
University of Colorado 



1/12 



Executive MBA Class of 1998 



Beaver Creek Retreai 



New Business Feasibility Study 

Packet Contents 



1. Schedule for New Business Feasibility Study 

2. New Business Feasibility Study worksheets 

3. Self- Assessment Instruments for Entrepreneurs 

4. "The Entrepreneurial Mind in Thought and Action," Chapter 5 in 
Jeffrey A. Timmons, New Venture Creation, fourth edition, Irwin, 



5. Elements of a Business Plan, Steve Lawrence, University of 
Colorado, Boulder, CO, 1996. , 



1994. 
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New Business Feasibility Study 

Schedule 



Thursday evening, June 13 

Review: FastTrac I Handbook 

Read: The Entrepreneurial Mind in Thought and Action (optional) 
Prepare: Entrepreneurial self-assessment instruments (optional) 

Friday morning, June 14 



8:30- 9:00 Introduction (all) 

9:00 - 9:30 Company Overview and Product Description work-up (teams) 
9:30 - 9:45 Introduction to Marketing plans (all) 
9:45 - 10: 15 Marketing plan work-up (teams) 

10:15 - 10:30 Introduction to Development and Operations planning (all) 
10:30 - 11:00 Development and Operations work-up (teams) 
11:00— 11:15 Introduction to. Financial plans (all) 
1 1: 15 — 1 1:45 Financial plan work-up (teams) 
11:45-12:00 Wrap-up 



Friday evening, June 14 



Refine plan 

Complete Executive Summary 

Prepare for Saturday morning presentations 

Saturday morning, June 15. Presentations are intended to be informal and informative. 
Present for no more than 10 minutes, leaving 5 minutes for questions. 



8:30- 8:45 Aurora Study Group 

8:45 - 9:00 Highlands Ranch Study Group 

9:00 - 9:15 Denver Study Group 

9: 15 - 9:30 Fort Collins Group 

9:30- 9:45 Englewood / Bow Mar Study Group 

9:45 - 10:00 GoldEnvision 
10:00 - 10:15 Boulder Study Group 
10:15 - 10:30 Parker Study Group 

10:30- 10:45 Personal investment decisions 
10:45 -11:15 Introduction of second year faculty 
1 1: 15 - 1 1 :30 Feasibility plan awards 
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Company Overview 

The Company Overview is a brief description of the company you have founded or want to found. 
How will it be organized? Will it be a sole proprietorship, partnership, or corporation? What 
are your ambitions for the company? Will it always be a small company, or do you want to grow 
it into an international giant? Upon reading this section, the reader should have a good idea of 
where you are and where you are going with your company. 

What is the name of our company? Does our company currently exist, or will it be forming? 



How is our company organized (e.g., sole proprietorship, partnership, corporation, ...)? 



What is our overall strategy and what objectives do we have? What are our goals for the 
company (keep it small, grow it big, franchise it, ...) What is the exit strategy for ourselves and 
for our investors (sell to larger company, go public, buy out investors, ...) 
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Product/Service Description 

The Product and Services section is a detailed description of the products and/or services you 
will be selling. You should not assume that the reader is familiar with your product/service, so be 
sure to explain and describe it carefully. Begin to sell your idea here by generating some 
excitement about your product/service. Be factual, but be enthusiastic. When readers have 
finished learning about your product or service, they should be primed to wade into the 
marketing and financial details of your venture. 



What exactly is our product or service? What isnX it? Carefully describe. 



What is unique about our product/service? What are its features and benefits? Do we have any 
proprietary rights to the product/service (for example, technology, patents, copyrights, etc.)? 



Why is our product/service superior to the competition, and how is it different? 

— ^<s\? x ^y^ cv^ak^ ^ i > 
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Marketing Plan 

The Marketing section of your plan mil make or break the prospects for your venture. A great 
idea is meaningless if you cannot find customers. Carefully drafted and logical financial 
projections are irrelevant if nobody buys your product. In the Marketing and Sales section you 
must convince first yourself and then the reader, that there is indeed an eager market for your 
product 



What is the market we intend to serve? How large is it? What is its growth potential? 
- — tV^^y 



— 



What is the industry that addresses this market? What trends are important in this industry? How 
does this industry segment the market? 



Who are our target customers? What problems are we solving for them? What are their profiles? 
What motivates their buying decisions? 
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(2 C£> &> 

What are the strengths of our product/service? Weaknesses? How will we position our product 
or service? , 



Who are our competitors? What are their strengths and weaknesses? What other risks do we face 
entering this market? 

-sir?-;- o=>^w~.i (^vw'^iW-Yo 

' What distribution channels will we use?^ow will we communicate with our customers (e.g., 
advertising, promotion, etc.? 



How will our product or service be sold? Who will do the selling? 
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Development and Operations Plan 

In this section, you will outline how you intend to ramp-up and operate your business. This 
section is often woefully under-developed in many business plans, Assuming you have a dynamic 
marketing plan and customers do indeed come flocking for your product or service, you must be 
able to deliver it to thenu 

Is our product/service ready for the market, or is it in development? If in development, what 
must we do Jto make it ready for market? 

— C v 



What factors need to come together to make our concept work? What must we dp to bring them 
together? What are the risks? 




How will we produce and deliver our product/service? What will we do in-house, and what will 
we purchase (make vs. buy)? 
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How will we use our operations to compete on dimensions of cost, quality, timeliness, and 

toibility? ^tr : \ x v_ . . . 



How will we use technology to create comparative advantage with our operational design? 
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Financial Plan 



Your Financial Plan should be frosting on a cake. You have outlined a great business concept, 

demonstrated a real need in the marketplace, shown how you will execute your ideas, and now 

will show how much money everyone is going to make. Note, however, that if your business 

concept is weak, or there is not a market, or if your execution is poor, then your financial plans 

are doomed to failure. If you haven t convinced your readers by now in the strength of your 

concept, then they won t be convinced with yourfinancials. And remember, CASH IS KING! . 



How will our product be priced? What are gross revenues per unit sold? , ^ , r >. 

What are the variable costs of producing or delivering a unit of our product (materials, labor, ...)? 
What is the gross margin per unit (unit price minus variable cost)? 



What are the ongoing fixed costs of operating our business (salaries, rent, capital, advertising, 
insurance,...)? pr^^^>^-Ai±^ \ \ ' \ 



What is the break-even point of pur business? (The break-even quantity is equal to fixed costs 
divided by gross margin per unit). 
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What are the one-time start-up costs of our business (equipment, deposits, fixtures, furniture, ...)? 



What are our sales projections for the first 3 years? Estimate gross profit (revenues minus costs 
of goods sold) over this time horizon. 



Estimate cash flow for each of the first three years (gross profit less fixed costs less start-up 
costs). How much cash will you need to start and sustain the business through its first 3 years? 
Where will it come from (savings, a loan, venture capital, an angel, . . .)? 
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